The Power of Mail

An Integrated Marketing
Campaign
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Priority Mail Flat Rate Box
Campaignh—The Untold Story
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Background Research Ta Da! TaDall
to the Rescue

*Tested 27 concepts Flat Rate Boxes
were the answer!
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outspending USPS
10/20to 1 » Agreat case study of how an

- ' integrated campaign can work
«USPS had multitude of Express Mail

shipping products to
promote

*Unique in the

~ Priority Mail marketplace Generated over 3.0M kit requests

to date
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GOAL: Flat Rate Boxes Powered the growth of Priority Mail

Increase Shipping DM generated more kit requests,
Revenue/Volume more efficiently, than all other
channels combined
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A simpler way to ship.
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Integrated Flat Rate Box

It's not too late to try
Flat Rate Boxes.
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and up to $160 in offers.
Hurry - supplies are limited!

Don’t miss out on your FREE kit

Direct Mall

fits, it ships:

I it fits, it ships™ for a low Flat Rate.
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medium box: $10.35

If it fits, it ships:

‘mm*l.‘:\”ha o mmﬁufm Ll deuhn.e o -
22008 Service. s o8 UAPS upping
maummmwm u_ﬁﬁu‘ Service.

Web



Priority
Flat Raf

> UNITED STATES PRESORTED
POSTAL SERVICE STANDARD MAIL - -
POSTAGE & FEES PAID
PO Box 149263 UsPs 5
Austiv TX 78714-9263 PERMIT NO. G-10

e KK XXX
EXCODE

SAMPLE A SAMPLE XXXXXXXXXXXXXXXXXXXXXX40
ADDRESS 2 XX)XOXCO000CKKOK XXX XXX XXA0
— ADDRESS 1 XXXXXXXXXXXXXXXXXX30

h CITY STATE ZIP CODE XXXXXXX30

kit of
inside.

ed up your Flat Rate supplies? Get more
with your FREE Holiday Shipping Kit!

— i

02010 United States Postal Service® Al Rights Reserved.
The Eagle L PS* i the U.S. Postal Service®”

R

Ship tolery
for a flat $4.90.

Remave tis cardaorg pforation.

Zers,

end me

ny FREE
»hipping Kit.

it one per customer per address.
eravalble i supplesas.
:Formoreinformation regrding ou pivacy

tusps.com/privacypol
ates Psta Service? Al ights Reserved.

J5PS* Packagingareamongthe many rademarks
e, Postal Service®

% XXXXXX ** X-XXX

INIQUEIDXX11 EXCODE

AMPLE A SAMPLE

and all four box sizes today. Try the Flat Rate Envelope - and

sl Direct Mail was the biggest
el [osnonse generator with

First, please tell us a few things about your shipping:

1.Who/where do you ship to? Please check all that apply.
[ Busin ] Consumer: i i

send in the attached reply card or visit

2.0n average, how many packages do you ship daily?
O« 01-4 05-8 09-19 0 20+

. .
3.0fyour i 2-3 day shi what Act soon. Offer ends December 12,2010. OVe r m I I I I O n
b to 2 I 2
[ 100% boxes [ 25% boxes/75% envelopes [ ]
[ 50% boxes/50% envelopes (] 75% boxes/25% envelopes
[ 100% envelopes = UNITED STATES | PRESORTED
POSTAL SERVICE FIRST-CLASS MAIL

¢ ] . -
e S e o P 4. Have you used Flat Rate Boxes previously? FOSTAGEFEES PAID
[ No [ Yes, within the past year ] Yes, more than a year ago PO Box 146263 PERMIT NO. 610
g0, the Letter Carrier Uniform, and the trade dress. AusTN TX 78714-9263 ™

5. What percentage of your shipping volume is with USPS®?
[ONone [11%-24% [125%-49% [J50%-99% []100%

........... XXKEKK * X-XKK
6. Number of employees at your location: [UNIQUEIDXXT1] EXCODE
b1-4 “['5-9 O10-19 0120-99 O 100+ SAMPLE A SAMPLE XXXXXXXXXXXXXXXXXXXXXX40

TITLE XXXXXXXXXXXX20
COMPANY NAME XXXXXXXXXXXXXXXXXXXXXXXXX40

TLE XXXXXXXXXKXX20 Fhone ADDRESS 2 XXXXXKXXXXXXXXXXXXXXXXXXXXXK4O

MPANY NAME 40 ADDRESS 1 XXXXXKXXXXXXXXXXXX30

ODRESS Emal CITY STATE ZIP CODE XXXXXXX30

JDRESS 1

RS Tl utt I BUR DR R LN RTIR I

Priority Mail®Flat Rate UNITED STATES
Asimpler way to ship. E POSTAL SERVICE e

Homeers s AUTO**ALL FOR AADC 000
0173961 9/1

AD0000
JEFF A SMITH
TITLE
COMPANY NAME
: n ADDRESS 2
0 Reoded gy ADDRESS 1
¥SC A CITY STATE ZIP CODE +4

Jeff,
There’s still time to get your FREE
kitwith up to $160in offers. =~ —— S Hurry — offers end soon!

Source: USPS campaign data; May 2009 — July 2011




Many channels. One stood out.

When seeking consumer response, Direct Mail
outperformed all other channels combined.

Response by channel

Source: USPS campaign data; May 2009 — July 2011



Print advertising took off after BRM was added.
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Direct Mail generates responses.

Mail delivers them.

Given the choice in a Direct Mall piece,
recipients overwhelmingly respond

by mail:

Online: 15% QR Code: 5%

Source: USPS campaign data based on Direct Mail drops 3/14/11 — 5/8/11



Direct Mail I1s cost-efficient.

Direct Mail has a low cost per lead (cpL by channel)
$1

$11 (includes postage)

Source: USPS campaign data; May 2009 — July 2011



Direct Malil Is a smart investment.

ROI:10/7%

Does your marketing channel
give you back more
than you put in?

B

Source: Campbell Ewald analysis based on USPS campaign data and 2009 colography data. Includes estimated postage.



The power of mail
was impossible to ignore.

2010 Silver Effie
2010 David Ogilvy Award

2010 Echo Award



Direct Mail delivers:
TR T e I I et

eTargeted Messaging
 Measurable Response
e Lead Generation
* Low Cost Per Lead
* High Return On Investment




We Know Mail Works.
Why doesn’t everyone use it?

Advertising & Direct Mail Macro Challenges to Mail
Use By US Businesses e Electronic Diversion
 Economics:
— Print Cost

28%

— Modest Adv Growth (+2%)

Adsi%; “ e Channel Choice

: VvV, DU .

~ do not use . ; » Complexity

mail 18% | ""  Low Awareness/Image

v

i

* Non-users: 3x value '}
« Greater opportunity:

<50 employees




Back to Research
1) Online surveys on 8 Direct Malil TV
concepts

Mailing Industry Stakeholders invited by USPS
0 (involved in the process and provide feedback)

MB survey content

Business Marketing Decision Makers with annual advertising
9 budgets of $2500+

* Included current-, lapsed- and non-DM users
« 1,350 total interviews; 150 per animatic

e Residential CEQO’s of Mall
| « 1,350 total interviews; 150 per animatic
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First Class Mall
Tested 4 First Class Mail TV
concepts

Online surveys:

Business Decision Makers for Sending Billing
Q Statements to Customers

» 650 total interviews; 150 per animatic, 200 for split
version of ‘Security’

Residential CEO’s of Mall
e » 600 total interviews; 150 per animatic
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Mail Promise Testing Results

Business
Promise Increase 1 Percept_ions T Perceptions
Usage Ad Mail USPS 1
Every Door Direct Mail 55% 62% 65% n
Tools that make DM easier igzﬁ) ggzﬁ) gézﬁ) Specific pI’Od uct
ROI/Grow your business 0 0 0
Competitive Advantages 47% 52% 50% NEws m ost
Technological advancements 46% 51% 50% com pel I I ng
Integration 44% 51% 48%
Environmental 40% 46% 46%
Residential 2
Promise Increase 1 Perceptions T Perceptions .
il — — Businesses are
Forever stamps 52% 66% 71%
Deeper meaning 44% 55% 55% reve n_ue
Create mail online 37% 45% 49% OppOI’tU nlty1 yet
Value 27% 45% 48% residential
(I:/(I)za:lnt;zr:l?t(ilcts to business and 26% 38% 41% .attltudes are
Environmental 20% 33% 42% Important, too




Breadth of Mail Marketing/
Communication Effort

Sell Mail products Show residential
to business customers using Mail, to
convince businesses that
there Is a strong value
to being in the Mall
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First Class Mail
Persuasion & Awareness — Business

Security (Al 6, 27) Hacked (Al 7, PS 26)
J
oo+
—
I~
Face to Face
(Al 9, PS 20)
c
E £ Predicted
Short-Term
g = E Sales Effect
-n 1
@ Tl
g =
23
3 o

Low Medium High
1-3 4-6 T+

Awareness Index



Objectives

E,

« Gain insight into business and residential customer attitudes
toward First-Class Mail

» Assess the impact of USPS communications on perceptions of
mail and USPS
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Key Findings E

Perceptions of USPS and First-Class Mail are positive

— Even at a time with USPS frequently in the news, participants think positively of the brand and of
mail overall

— Mail is trustworthy, reliable, personal and slightly preferred for bills and statements

Businesses underestimate the value residents see in mail

— 36% of residents reported seeing little value in mail while 64 % of businesses think residents see
little value in malil

Business and residential customers are roughly comparable (~50%) in their
beliefs that statements received in the mail:

— Offer a higher level of privacy than electronic statements
— Are easier to manage than electronic statements

Perceptions vary by age cohort, but not as dramatically as might be anticipated

— The biggest differences in terms of viewing mail as easier to manage and personal area really
between those over and under 55-years-of-age, rather than between millennials and gen-x or
boomers
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UsPS

"Hacked" :30

('statement or receipt”)

offline

15 Sept. 2011




USPS

"Face to Face" ;30

(o "power’)

offline

15 Sept. 2011




